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Trade, Commerce, and Commercial Crises 
Marketing Methods and Salesmanship. By Ralph Starr Butler, 
Herbert F. DeBower, John G. Jones. Modern Business 
Series, Vol. III. (New York: Alexander Hamilton Institute. 

1916. Pp. xxii, 555.) 

Marketing Methods. By Ralph Starr Butler. Modern Business 
Series, Vol. V. (New York: Alexander Hamilton Institute. 

1917. Pp. xxi, 346.) 

Salesmanship and Sales Management. By John C. Jones. Mod- 
ern Business Series, Vol. VII. (New York: Alexander Hamil- 
ton Institute. 1917. Pp. xvii, 358.) 

The reviewer has on his desk the 1911, 1914, 1916, and 1917 
editions of this part of the Modern Business Series. There may 
have been other editions within these seven years. Comparing the 
editions at hand the evolution of the present volumes appears to 
be as follows: Volume IX of the 1911 edition consisted of "three 
separate treatises bound in one": (a) on advertising, (b) on sell- 
ing and buying, and (c) on credits; (a) and (b) were written 
by Galloway and (b) by Butler; credits did not receive half as 
much space as either of the other two. The reviewer's copies of 
the 1914 edition are bound separately: "Advertising" was com- 
pletely rewritten by Messrs. Tipper and Hotchkiss and made very 
much better; "Selling and Buying" was rechristened "Marketing 
Methods," a much better name and one that it has retained to 
date; and a new volume was created, "Salesmanship," which em- 
braced the theory and practice of sales and the sales organization ; 
this was written by DeBower and Jones ; "Credits" was rewritten 
by Wahlstad. Volume III of the 1916 edition, "Marketing Meth- 
ods and Salesmanship" is by the same authors (Butler, DeBower, 
Jones) and consists of the 1914 volumes bound together. In 1917 
"Marketing Methods" by Butler was bound as volume V and 
"Salesmanship and Sales Management" by Jones was bound as 
volume VII. 

The following differences between the 1916 and 1917 editions 
may be noted: 

1. The editors and authors have sought to keep the texts 
abreast of the times where important changes of fact have oc- 
curred. For instance, the prominent role in public and trade dis- 
cussions played recently by "price maintenance" would justify a 
more extensive treatment of that subject than was formerly given. 
Chapter XIII (volume III) of the 1916 edition on "Protecting 
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the Manufacturer's Goodwill" has been developed into two chapters 
in 1917, the second taking the heading "The Case for Price Main- 
tenance." As far as the contents and manner of treatment are con- 
cerned it does not appear why the chapter was divided: there is 
quite as much argument for price maintenance in the first chapter as 
in the second. The sum total of additional information on this sub- 
ject is a mere pittance. In the statement of the methods of price 
maintenance it adds a third method, by 'gentleman's agreement' ; 
this is probably well taken, for the recent court decisions adverse 
to the other methods will likely bring this method more and more 
to the front. In this discussion the author refuses to state his 
position on the question of price maintenance, nor does he present 
the recent history of price maintenance legislation and court 
action ; it is also regrettable that he does not give actual illustra- 
tions of the methods of price maintenance and how they work. 
The only other place where changes of fact have occasioned 
changes of treatment is with respect to chain and cooperative 
stores: the chain stores system and cooperative and jobbing enter- 
prises are fast rising into prominence. Chapter IV (volume III, 
1916) on the "Chain Store" contained somewhat extraneous sec- 
tions (Nos. 60-66) on cooperative stores; in the 1917 edition 
these sections are carried forward and put into a new chapter, 
XIV (volume V), on "Substitutes for the Middleman." This chap- 
ter discusses (1) substitutes for the ordinary retail stores — (a) 
cooperative stores and buying clubs as organized by the consumers 
and (b) chain stores and direct consumer sales as used by manu- 
facturers; and (2) substitutes for the ordinary jobber — (a) retail 
buying exchanges, (b) cooperative wholesale houses, and (c) co- 
operative retail chains. This arrangement is a great improvement 
over the 1916 plan and is a fairly good discussion of the subject. 

2. Comparing the section heads one would get the impression 
that considerable data had been added; but upon examination it 
is seen that the apparently new sections are, for the most part, 
only divisions of former sections with titles prefixed (e.g., cf. pp. 
35-38, 1916 and pp. 63-68, 1917, volume V) and the apparently 
new chapters are divisions of former chapters {e.g., cf. chapter 
VII, 1916 and chapters V and VI, 1917, and cf. chapter IX, 
1916 and chapters VIII and IX, 1917). Here and there through 
the text a small paragraph is added but it adds little or nothing to 
the value of the .chapter. 

3. As to changes in the method of presentation, logic, or style, 
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the following may be noted: some sections are split up and the 
parts named, others are combined; many titles of sections are im- 
proved, and the sections are numbered by chapters whereas they 
were formerly numbered continuously through the book. There 
are many changes of phraseology but very few of them issue in 
greater clarity, precision, or better grammar. The editors have 
wisely dropped some irrelevant parts, as chapters IV and V 
(1916), on "The Training of Retail Salesmen," which were irrele- 
vant and illogical interpolations in the exposition of the manufac- 
turer's or jobber's sales organization. At the close of the volumes 
of the 1916 edition were found several pages of questions, arranged 
and numbered to correspond with chapters and sections, each ques- 
tion bringing out the chief point in its particular section; in the 
1917 edition the questions are grouped at the close of each chapter 
in fine type, are unnumbered, are fewer in number, and are of a 
better character since they are thought-inducing rather than ex- 
pository; in each of these respects the reviewer believes the ques- 
tions are improved. On the whole, the number and extent of 
changes are much greater in volume V than in volume VII. 

"Marketing Methods" (volume V, 1917) is devoted to "the 
technique of advertising and the technique of salesmanship — and 
to those considerations that must receive attention before either 
salesmanship or advertising is started on its mission of influencing 
the market"; it is written from the manufacturer's point of view. 
After stating the general "chain of distribution" it treats: (1) the 
retail outlets — general, specialty, chain, and mail-order stores; 
(i2) the jobber's functions and problems such as private brands, 
exclusive agencies, price maintenance, substitutes for jobbers, etc. ; 
and (3) the development of a selling campaign through jobbers 
and retailers, or through retailers, or direct to consumers. 

Volume VII (1917), "Salesmanship and Sales Management," 
aims to present the "fundamental principles underlying the whole 
field of personal salesmanship, as revealed in the experience of a 
large number of successful salesmen" and "to formulate the princi- 
ples underlying successful salesmanagement in all its phases." In 
the first part the selling process is carefully detailed through the 
preliminaries, the interview, and the agreement; there is a study 
of the "human appeals that sell," of the qualities and character 
of the salesman, of his duties, and of his relations to his house and 
customers. In the second part are considered the qualifications 
and duties of the salesmanager, the selection of salesmen, their 
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equipment and compensation; and it closes with chapters on the 
methods by which sales are reported and by which salesmen are 
stimulated to high efficiency. 

Together these books make the best existing treatment of their 
field; in fact they are quite alone in their field, and the impor- 
tance of this field is being recognized more and more ; as "schools 
of commerce" are instituted in our universities the need of text- 
books for courses in these lines is being acutely felt. The reviewer 
has used the 1914 and 1916 editions as texts and his conclusions, 
seconded by many of his pupils, arc that the texts are sketchy and 
artificial for use by upper college classes ; they are written for too 
popular an audience and not in the scientific strain and depth 
which fit college men; there is a crying need for genuine college 
texts in this field. The texts ai - e also written from a purely busi- 
ness point of view ; they are divorced from the economic principles 
developed by the earlier courses in the elements of economics (in- 
stance volume V, pp. 276-277 on prices) ; there is need of texts 
which correlate economic concepts and doctrines with practical 
business economics; texts so built will find a more warrantable 
berth in economics courses. Too many of the illustrations are by 
name only ; to say, by way of illustration, that John Doe and Com- 
pany practiced price maintenance by the "contracts" method is 
practically useless unless sufficient details are given to make the 
reader comprehend the John Doe practices with some definiteness ; 
such illustration could be made to lend exceptional life and interest 
to the book by such fuller statement. Finally, the reviewer believes 
that, while the texts aim to be expository only, this exposition 
would be much improved if the historical side were given more at- 
tention; if the genesis of certain business practices, with their 
whys and hows, were delineated. 

Ray B. Westebfield. 
Yale University. 
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